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CHAPTER I
INTRODUCTION
Walking out the door ofhis cheap motel in East Buffalo Jose Trujillo wonders if the
desk clerk took advantage of him. Not familiar with US currency he's unsure if the $250
he handed over was excessive for the three night's stay at the motel. Arriving from Mexico
City by bus just a few hours ago Jose, still bleary-eyed from his anxious and fitful sleep,
looks at the address and name on the soiled and worn letter his cousin sent some weeks
ago. The paper is his key to a new job and the way out for him and his small family from
the grinding poverty back in his native country.
He has to suppress his fascination with his new country - - the desire to explore
new sights, smells and sounds - - if he is to make the appointment at the time required.
Starting down the block without much of a clue of how to start toward the strange
sounding address, out of the corner of his eye he spots a sign exclaiming "Huevos
Rancheros y Cafe $2.25". Three days ago he left the boarder crossing at Brownsville,
Texas. His gaze out of his bus window was filled with odd-looking billboards, and alien
words and messages. Huevos Rancheros y Cafe - - Eggs, Beans and Coffee $2.25.
Suddenly the world seemed brighter and his spirits lifted as he made his way to the sign
and the corner convenience store behind it.
Opening the door he finds the store clerk engaged in a conversation in Spanish
with a Hispanic customer who is sending money via Western Union to his family in
Mexico. Further in the store he finds the line, seven deep, for the Huevos Rancheros.
While standing in line he discovers three other people with stories similar to his. He gets
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accurate instructions to the job site, recommendations of good cheap ethnic restaurants,
and times and places for Spanish mass on Sunday. As he pays the clerk gives him some
tips on getting use to the new currency, conversion rates (vis-a-vis Mexican Peso) and
other useful information as he hurries in the direction ofhis appointment.
Over the course of the next eight months, Jose uses the XYZ corner convenience
store as his point of reference for commerce (money orders, sending Western Union wire
transfers, stamps and the like), convenience food, and social information. The profit
stemming from Jose finding the Huevos Rancheros sign averaged $30.00 per week or
$960.00 to that one XYZ location.
The story is fiction, but similar scenarios are being repeated across the country at
an unprecedented rate. In 1991, the United States Asians, Blacks, and Hispanics
collectively represented nearly $500 billion annually in consumer spending (Cox 1993).
Marketing to ethnic groups is increasingly becoming a focus of business entities
and the marketing firms they employ. As such, the effort to target and differentiate retail
offerings to ethnic and racial minorities has exploded during recent years. One key
variable in tying ethnicity of a consumer to retail shopping behavior is the strength of
ethnic identification. Consequently, a main focus surrounding marketing to ethnic
minorities is how strongly the consumer feels affiliated to the ethnic group (Donthu and
Chrian 1994).
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PROBLEM STATEMENT
Considering the recent explosion of minorities in the workforce, and population in
general, businesses have not done enough to reflect this change in their environment. As
economies and business become more global, the issue of diversity will continue to grow. How
companies react to this may determine their future existence. Businesses need not only serve
their customers but reflect them as well. Today, we see many companies starting to establish a
diversity program and only time will determine who walks the talk.
HYPOTHESIS
I believe the ethnicity of store personnel at retail locations is a factor that impacts store
sales. Specifically, controlling all other factors, when a retail outlet is staffed by personnel that
reflect the ethnicity of the local community it serves, then the store will experience positive sales
trends based on that single factor.
SIGNIFICANCE
If the above hypothesis is true, retail businesses can exploit another method of
increasing store sales and give some leverage to Human Resource Departments that are
trying to bring diversity into the work place before government regulations do.
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DEFINITIONS
Local Community - The population that lives within a .5 mile radius of the store.
Ethnic Equity - The degree to which the store employees ethnic profile matches the ethnic
profile of the local community.
Representativeness - A ratio of the percentage of ethnic store employee to the percentage of
ethnic customers represented in the local community.
Under-represented - If the percentage of store employee from that ethnic group is less than its
percentage share of the local community.
Over-represented - If the percentage of store employees from that ethnic group is greater than
its percentage share of the local community.
Basket size - The average total customer purchase.
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Marketing to minority groups is a multifaceted undertaking. Analysis of this
process involves an endless list of factors that includes, immigrant acculturation, product
identification and choice, sub-group delineation, advertising, and so on. This paper
intends to extract and examine one factor that intuitively seems to suggest a positive
result in increased sales among minorities (i.e., what is the effect, if any, of sales to ethnic
minorities when the sales forces in retail outlets is over or under-represented).
The impact of racial similarity or dissimilarity of retail sales clerks with the
predominant racial group of neighborhoods surrounding the sales outlets will be
examined and operationalized as a measure of "ethnic equity". Controlling all other
factors, such as product choice, pricing and services offered, conclusions will be
suggested regarding such racial and ethnic influences. Data derived from a prominent
chain of neighborhood food stores in Western New York will be analyzed against those
studies and conclusions of others that have written in this area.
Due to the confidentiality we will not be able to disclose the retail chain, it's sales, or it's
customer counts. Therefore the data used in regression analysis will not be disclosed.
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CHAPTER II
REVIEW OF LITURATURE
The literature is replete with books, articles and commentaries dealing with the
various subjects ofmarketing to minorities (See Bibliography). Yet there is a paucity of
research presented on the impact ofdiversity staffing on retail operations. The correlation
of that one factor with objective data such as consumer count, overall sales, and profit,
are lacking (Eckman, Kotsiopulos, and Bickle 1977). This is likely because such an
examination is politically sensitive or, as was found in this study, store clerk staffing is a
transient proposition at best. Turnover staffing rates approaching 120% among store
clerks are common (Convenience Store News 2001).
Typically, information obtained from studies relevant to this thesis treated the
subject by anecdote, tangentially, or subsumed it in a study entirely different from the
main issue studied here. Nevertheless, there are observations by various authors worthy
ofnote.
In 1994, Chen and Stanley found that when they contrasted a group of 43 Chinese
women and another group of 43 non-Chinese women, increased cultural contact among
the Chinese group did influence clothing purchase decisions. This supports prior research
that indicates that increased cultural contact does influence clothing purchase decisions.
Intuitively it seems apparent that an ethnically oriented point of commerce will do well
with those of that particular ethnicity. Indeed, an empirical look at one experience of a
grocery chain in Southern California suggests a strong a correlation between an ethnic
theme and increased sales for that population (Chen and Stanley 1994).
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In 1991 a study of grocery retailing in Hispanic neighborhoods in Philadelphia
examined the neighborhood grocery store, or
"bodega,"
through personal interviews
conducted among bodega owners and managers. A matched sample of Anglo grocery
retailers was surveyed as well, supplemented by responses from both Hispanic and Anglo
consumers. In addition, to the nearby location and convenient purchases, the bodega was
found to serve an important role in maintaining Latin culture in Hispanic communities
(Kaufman and Hernandez 1991).
Recognizing the vast Hispanic population in Southern California, and a general
lack of a coherent marketing strategy to exploit that market, Vons Corporation set about
to develop a discreet format for first generation Hispanic immigrants. At an expense of
$2.5 million and over a period of over two-and-one-half years, researchers examined
Mexican shopping habits. As a result, Vons opened three new theme supermarkets, or
Tianguis stores. There they "created a festive, social atmosphere . . . provided Mariachi
bands to serenade shoppers, made the aisles wide to facilitate socializing, and hung
pinatas from the ceilings."They also offered a wide variety of fresh products: the
produce section featured over 400 different fruits and vegetables; including plantains,
cactus leaves and many varieties of chile peppers. All store employees spoke Spanish.
Announcements on the public address system and the in-store flyer were in English and
Spanish. With weekly sales of over $1.7 million the Tianguis became one of the most
profitable grocery store chains in Southern California (Lavin 1995). While this marketing
effort was targeted at first generation Mexican immigrants, it seems that the emphasis
was well placed since the evidence suggests strong identity with the nationality of origin
into the third or more generations of citizenship (Lavin 1995).
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Noticing that their sales and profitability were woeful in inner city areas, the Avon
Corporation turned over management of those sales forces to Black and Hispanic
managers. After a dramatic turnaround and monumental increases in sales, Avon
President Jim Preston noted that "members of a given cultural group are uniquely
qualified to understand certain aspects of the world view ofpersons from that group (Cox
and Blake 1991)".
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CHAPTER III
METHODOLOGY
SAMPLE
In Western New York, a prominent chain of neighborhood convenience stores are
found scattered throughout the neighborhoods of every socioeconomic level reflecting
almost all racial subtypes, (i.e. Black, Hispanic, Native American, and Caucasian. Asians
were excluded due to a lack of data.). The analysis will focus on these stores, their
employees and the community they serve.
PROCEDURE
Concentrated in four major cities, Buffalo, Niagara Falls, Rochester and Syracuse,
54 stores in this chain were analyzed for correlative evidence between the ethnicity of the
personnel in these stores and the .5 mile radius of the community they serve (See
Appendix A).
The hiring policy of this particular organization does not currently reflect an
affirmative move to hire any particular ethnic group for any particular reason for retail
point of sale personnel. Rather, it maintains a typical equal opportunity posture in
compliance with federal and state law. Accordingly, the extraction and examination of
data relative to the goals and purposes of this article results entirely from ad hoc hiring
policy of this organization, generally from the local populations. Walk-in hires are
typical. If a person answering a help wanted advertisement passes a cursory background
check, he or she is hired almost on a first come first served basis.
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MEASURES
Obtaining the ethnic profile of each store was the first step in the analysis.
Because of the legal implications surrounding the identification of ethnic/racial subtypes
the approach had to be rather delicate. The most accurate tabulation was accomplished
by personal observation. That is, each store manager was requested to report the number
of employees for each store and group them by their respective ethnic profiles and send
this data to their district supervisor. See appendix B for procedure.
ANALYSIS
Next, this data was compared to the neighborhood in which the store was located.
Designations of a particular ethnic representation, or "ethnic
equity"
were found from
census data completed and compiled in the year 2000. This information was secondary
information used by this company's real-estate department.
A regression analysis was done using the store sample, customer counts (confidential
information/ not included in this paper) store sales (confidential information/ not included in this
paper), and ethnicity profiles of the store employees and the .5 mile radius ofpopulation they
serve. The definition of regression is given a pair of related measures [X and Y] on each of a set
of items, the term "regression" is used to characterize the manner in which one of the measures
[For example the Y measures] change as the othermeasure [In this case, the X measures]
changes. For any set of relatedmeasures, it is possible to specify a line that approximates the
mean of the Y measures for those items with a given X measure. By revealing how the mean of
the Y measures change as the various X measures change, this line is understood to describe the
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regression ofY on X (Internet Glossary of Statistical Terms @
WWW.animatedsoftware.com/statglos/sgregres.htmy
For purposes of this research, a two step regression procedure was used. First, the
variable "Annual store sales"was regressed on "customer count". At this stage R2 value was
evaluated to determine the percent of variability in stores sales volume that is explained by
variance in customer counts. The next step incorporated the ethnic equity variable in addition to
the "customer count"variable, as independent variables in the regression equation. At this stage,
both the coefficients for each variable and the overall R2 value were evaluated. The coefficients
were assumed to determine the effect of each independent variable on the dependant variable
(Annual sales). In addition the R2 value was again analyzed to determine whether the overall
explanation ofvariability improved.
There are many factors that will cause variation in sales between two stores using the
same product mix and pricing. Most of these are the direct result of customer count: location,
competition, ingress/egress, economic and demographic factors outside of ethnic equity store
images, etc. The hypothesis states that ethnic equity between the store and
its'
environment
increase customer count, and increases the average basket size of the customer. If this is the
case, there should be an improvement in the amount of explained variability when ethnic equity
IA added as a variable in the equation for predicting sales volume.
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CHAPTER IV
FINDINGS
This Chapter is comprised of 3 sections. Section I is the calculation of the ethnic equity
values. Section II is a comparison of ethnic equity with average basket value. Section III
includes the results and analysis of the regression analysis.
I. Calculation ofEthnic Equity Values
For the purpose of this paper, "ethnic
equity" is defined as the degree to which the store
employee ethnic profile matches the ethnic profile of the store's primary market (0.5mile radius).
This is measured as the difference between representations in the store staffing for each of four
major ethnic groups: Native American (including American Indian, Eskimo and Aleut), Black,
Hispanic, and Caucasian. Tables below show the aggregate composition of the sample data. The
ethnic equity value is in parenthesis when the group is under-represented.
An initial observation of all regions (Table A) reveals that, in total; the store associate
ethnic profile closely reflects the ethnic make-up of their primary market. This may be the result
of self-selection, but the general equity reflects the unbiased hiring practices by store
management. Overall, non-whites are over-represented in the percentage of store workforce.
Callari Page 13 08/10/01
Table A: Local Community
All Regions Population %
White
Black
Hispanic
Native American
283,514 77.8%
47,791 13.1%
29,065 8.0%
4,039 1.1%
Total 364,409 100.0%
Non-White 80,895 22.2%
Store Employee
Population %
505 74.4%
116 17.1%
56 8.2%
2 0.3%
679 100.0%
174 25.6%
Ethnic
Equity
(0.034)
0.040
0.003
(0.008)
0.000
0.034
The overall Buffalo demographics show that the Black population is over-represented in their
stores and therefore the largest population (White) is under-represented. See Table B.
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Table B: Local Community
Buffalo Population %
White
Black
Hispanic
Native American
148,094 80.6%
17,074 9.3%
16,433 8.9%
2,033 1.1%
Total 183,634 100.0%
Non-White 35,540 19.4%
Store Employee
Population %
252 76.1%
52 15.7%
27 8.2%
0 0.0%
331 100.0%
79 23.9%
Ethnic
Equity
(0.045)
0.064
(0.008)
(0.011)
0.000
0.045
The overall Niagara Falls demographics show that Blacks are over-represented and Native
Americans are under-represented. See Table C.
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Table C: Local Community
Niagara Falls Population %
White
Black
Hispanic
Native American
42,945 80.1%
8,155 15.2%
1,474 2.7%
1,073 2.0%
Total 53,647 100.0%
Non-White 10,702 19.9%
Store Employee
Population %
100 79.4%
24 19.0%
2 1.6%
0 0.0%
126 100.0%
26 20.6%
Ethnic
Equity
(0.007)
0.038
(0.012)
(0.020)
0.000
0.007
The overall Rochester demographics show that Blacks are under-represented and Hispanics are
over-represented. See Table D.
Table D:
Local Community
Rochester Population %
White
Black
Hispanic
Native American
63,106 68.1%
18,820 20.3%
10,204 11.0%
530 0.6%
Total 92,660 100.0%
Non-White 29,554 31.9%
Store Employee
Population %
112 67.5%
30 18.1%
23 13.9%
1 0.6%
166 100.0%
54 32.5%
Ethnic
Equity
(0.006)
(0.022)
0.028
0.000
0.000
0.006
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The overall Syracuse demographics show that white population is significantly under
represented and the remaining populations are all over-represented. See Table E.
Table E: Local Community
Syracuse Population %
White
Black
Hispanic
Native American
29,369 85.2%
3,742 10.9%
954 2.8%
403 1.2%
Total 34,468 100.0%
Non-White 5,099 14.8%
Store Employee
Population %
41 73.2%
10 17.9%
4 7.1%
1 1.8%
56 100.0%
15 26.8%
Ethnic
Equity
(0.120)
0.070
0.044
0.006
0.000
0.120
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II. Comparison ofEthnic Equity Values with Average Basket Values
The hypothesis is based on the theory that shopping decisions are influenced by the
interactions between customer and clerk, whereas people are more comfortable with their ethnic
kind and will favor such environments. Table F confirms that the more equitable the location
the higher the Average Basket Size.
TABLE F:
White Inequity
Avg Equity
Factor
Avg Basket
Size
15 Most Under-
Represented Strs -0.30 $ 3.75
15 Most Over-
Represented Strs 0.12 $ 3.76
30 Most Inequitable
Strs -0.09 $ 3.76
24 Most Equitable
Stores -0.03 $ 3.82
TABLE G: (The white equity (Table G) results also support the thesis)
White Equity Avg Equity
Factor
Avg Basket
Size
15 Most Under-
Represented Strs -0.30 $ 3.75
15 Most Over-
Represented Strs 0.12 $ 3.76
30 Most Inequitable
Strs -0.09 $ 3.76
24 Most Equitable
Stores -0.03 $ 3.82
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The black equity (Table H) table shows that the 15 Most Under-represented stores are
slightly greater In Average Basket Size than the 24 most equitable stores. Further study is
needed to determine if the data was skewed or if there is a driving force that created this
inconsistency.
TABLE H:
Black Equity Avg Equity
Factor
Avg Basket
Size
15 Most Under-
Represented Strs -0.10 $ 3.84
15 Most Over-
Represented Strs 0.23 $ 3.67
30 Most Inequitable
Strs 0.07 $ 3.76
24 Most Equitable
Stores 0.02 $ 3.81
The Hispanic group (Table I) is the only group that doesn't support the hypothesis. These
results may be skewed based on the fact that few stores with Hispanic customer bases were well
represented in the store workforce and also because Hispanics account for only 8% of the sample
workforce.
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TABLE I:
Hispanic Equity Avg Equity
Factor
Avg Basket
Size
15 Most Under-
Represented Strs -0.07 $ 3.82
15 Most Over-
Represented Strs 0.16 $ 3.87
30 Most Inequitable
Strs 0.05 $ 3.84
24 Most Equitable
Stores 0.00 $ 3.70
TABLE J: (The data in Table J shows that the better the equity ratio, the greater the Average
Basket Size)
Most Equitable vs
Least Equitable
Avg Equity
Factor
(absolute)
Avg Basket
Size
10 Most Equitable
Stores 0.08 $ 3.83
10 Most Inequitable
Stores 0.38 $ 3.76
Difference -0.30 $ 0.07
Callari Page 20 08/10/01
III. Regression Results
When we do a regression analysis for our store sample using customer count as the sole
predictor (Equation 1.0) we get the multiple R2 value of .9374 (R2 .8788), meaning that customer
count alone accounted for 93.7% of the variability in sales volume between the stores. In fact,
the following equation calculated by individual store, predicts the aggregate sales volume of the
sample with less than one-percent variance. In absolute terms, the individual stores average
8.93% variance between predicted sales volume and actual sales volume.
Equation 1.0
Annual Sales Volume = (4.4788 x Customer Count) -$236,941
While customer count is the greatest driver of store sales, there is still sales variation
among the stores that remains unexplained. Ethnic equity is one of these variables. Adding the
non-white equity factor to the regression equation (Equation 2.0) for an inequity measurement,
we should see an improvement in the amount of explained variability. In fact, with the equity
variable introduced, the regression equation actually improves, though not dramatically. The
multiple
R2 improves to .9383 (R2 .8804) yielding the following equation:
Equation 2.0
Annual Sales Volume = (4.4788 x Customer Count) + (90,807 x Equity Factor) + $223,754
In both equations, the signs on the coefficients are positive. This is consistent with the
hypothesis that customer counts and ethnic equity in store staffing is positively correlated with
annual sales volume. Further, in Equation 2.0, a one-person increase in customer count increases
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Annual Sales Volume by $4.79 - this roughly equates with Average Basket Value. With respect
to the ethnic equity value, a 1% improvement in the ethnic equity of the store is predicted to
increase annual store sales volume by $90,807.
Summary: In general, the analysis validates the hypothesis, positive relationship between
store staffing demographics, local demographics and average sales volume. The analysis
indicates that stores can positively effect store sales volume by matching store-staffing profiles to
reflect local community characteristics.
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CHAPTER V
CONCLUSIONS AND IMPLICATIONS
The science or art ofmarketing to ethnic minorities is a nettlesome project at best. The
political implications of targeting the assumed idiosyncrasies of ethnic minorities raise ethical as
well as political issues. However, the data does show that sales (and Basket size) can be affected
in a positive manner by simply staffing convenience stores with personnel whose ethnic
background reflects that of the surrounding neighborhood. Recognizing that the sample data for
this study is somewhat limited additional study and examination is needed. If time permitted I
would have further studied the level of point-of-sale personnel and determined if there is an
impact when management has an ethnic tendency - be it store, regional or company-wide. Also,
I was not permitted to evaluate or comment on specific locations because of legal implications. I
believe this would have opened many more opportunities to observe and comment.
Whether or not companies should enact proactive measures to ensure increased sales
among ethnic minorities by staffing a reflective ethnic mix is a question that is well left up to
their individual human resources departments and executive strategic planning committees.
This study does provide many implications that Management and Human Resources should
consider. What areas of development should future retail location take? Should urban
demographics be re-evaluated for high profit returns if staffed correctly? How should future
staffing needs be met? What benefits would there be ifmanagement reflected the communities
that they serve? We have only looked at the visual implications, what about the minds of the
diverse communities that we have ignored? Answering these questions would bring great insight
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on what different cultures want and need from our organization. We as leaders should not ask
our customers what they want, but walk in their shoes to see what they need.
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APPENDIX B
As many ofyou are aware, I will be completing my Master's program in
August. In order for me to graduate, I need to complete my thesis on
Ethnic Diversity In The Workplace: How Reflecting The Local Community's
Ethnic Mix Affects Retail Sales.
I need your help in gathering data on the ethnic demographics of our
associates in specific stores. This can be done by visual observation by
your store manager. Due to the sensitive nature of this topic, this
survey needs to be held in the strictest of confidentiality. The only
associate that should be involved in this is your store manager because of
his/her familiarity of their staff. I am looking for total numbers in
each category ( see attached survey ). I will need this survey back
within 2 weeks. Fill out the information that pertains to your district
and I will take care of the % and calculations. As you will see, I have
included demographic data relative to these specific stores.
The following stores need to be surveyed:
Rick P. -301,305, 315
George D. - 302, 308
GaryH. 306, 311, 318, 351, 352, 353, 354, 359, 360, 381
JeffM. 304,307,314,356,703
Kevin E. - 312, 319, 321, 327,342, 346, 733
Chuck B. - 323, 326, 341, 343, 344, 345, 735
Jennifer J. 365, 370, 378, 380, 754
Mark G. 368,369, 371, 372, 373, 375, 752
Emerson C. - 377, 379
Laura L. 390,391
Robin A. 392,393,395,397
Ifyou have any questions or need clarification, please call me at X3738.
I thank you in advance for your anticipated cooperation in helping me
obtainmy degree.
Steve
